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Keep the Midsummer Sag Out of Your 
Sales Curve With the Ruud 85 and 95 


OU will find your midsummer 

sales opportunity in the Ruud 
85 and 95, the Super-Value Auto- 
matic Water Heaters for the 
Small Home. 


The gigantic small home market 
is with you all summer; small 
home owners take short vaca- 
tions; you don’t run into the “out 
of town” handicap as you do 
among owners of larger houses. 


Learn about the Ruud 85 and 95. 
‘hey are typically Ruud, built 
down in size but not in quality. 
See them at our district sales 
office or write direct for the new 


illustrated catalog. 


Ruud Manufacturing pean & “AUG ) 
Pittsburgh 
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NATION-WIDE SERVICE 


First half of 1922, at work on these contracts 


Holders 
at 

Bloomington, III. 
Danville, Ill. 
Lincoln, Neb. 
Defiance, Ohio 
New Albany, Ind. 
Cadillac, Mich. 
Jelleville, Il. 
Bristol, R. L. 
Buffalo, N. Y. 


Oskaloosa, lowa 


Water Gas Sets 

at 

Griffin, Ga. 

New Albany, Ind. 

Carroll, lowa 

Quebec, Canada 

Port Huron, Mich. 

Newport, R. I. 

Green Bay, Wis. 

Appleton, Wis. 

Sheboygan, Wis. 

Havana, Cuba 

Chillicothe, Mo. 

DuQuoin, III. (2 sets) 


Standard Water Gas Sets 





Martinsville, Ind. 
Shenandoah, lowa 
Gainesville, Fla. 


Purifiers 
at 
Houston, Texas 
New Albany, Ind. 
Marshalltown, Iowa 
Sheboygan, Wis. 
Green Bay, Wis. 
Cleveland, Ohio 
Blower 
at 
Rocky Mount, N. C. 


Exhauster 
at 
New Albany, Ind. 


Tar Extractors 
at 
Albuquerque, New Mexico 
Grand Junction, Col. 


Ammonia Still 
at 
Lockport, N. Y. 





COMPLETE GAS PLANTS 


BUILT BY 


esiern Gas 


Central Control Station 
and Hydraulic Lift 

at 

Newport, R. I. 

Peoria, IIL. 


Waste Heat Boilers 
at 
Chicago, Ill. (3) 


Modei H Reversing Valves 
at 
Port Huron, Mich. 
Newport, R. I. 
Peoria, Il. 
Valves and Piping 
at 
Bloomington, [Il. 
Rio de Janeiro, Brazil 
Bench Iron Work 
at 
Asheville, N.C. 
Automatic Controls 


at 
Chicago, Ill. (6) 


Construction Co 


Fort Wayne, Indiana 


Purifiers 


Complete Gas Plants 
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COAL CONVEYOR 





COAL BUNKERS 


COAL VALVES 


COAL- FEED 
HOPPERS 


COLLECTING MAIN 


FOUL MAIN 





Congested works 
WASTE - GAS— | with horizontal re- 
CIRCULATING ° 

CHAMBERS torts remodel their 

coMBUSTION— Retort Houses and 
CHAMBERS > . 

iain Increase capacity 

seconeoacrs | | ang with Glover - West 

COKE EXTRACTORS. : Verticals, reducing 

a manual labor to 

T .e 
v5 einai the minimum. 
































COKE CHAMBERS. 











Will successfully carbonize every quality of 
coal. This makes available the nearest 
coal supply and gains a great economic 
advantage while meeting every emergency. 


WEST GAS IMPROVEMENT CO. 


of America, Ine. 


150 Nassau St. New York 
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Side Lights on Advertising the Gas Range 


Unique Suggestions on Reaching Possible Customers 


By O. FOERSTER SCHULLY 


It is not the purpose of this article to tell gas com- 
panies that they have an easy task before them in 
selling gas appliances to their customers who have 
not already installed them. Selling of any kind is a 
difficult proposition. It means dislodging another’s 
views about the article which you are selling and re- 
placing them with your own—a man-sized job under 
all circumstances. Moreover, when a man has per- 
sistently refused to install 
a gas range or a gas water 


the prospective purchaser that the gas range is the 
thing for his home. “It is not always possible,” you 
say, “to get within ear-shot of the prospective pur- 
chaser. He doesn’t wander into your place of busi- 
ness just to hear you rave about a gas range.” Of 
course, he doesn’t! You don’t want him to wander 
in just to listen to your arguments about a gas range. 
You want him to come there with the fixed purpose 

of buying one. And that 





heater, after their general 
efficiency, economy and 
utility have been proved 
beyond cavil or doubt 
through all these years, it 
means that the salesman 
has to tackle a rather 
hard-headed subject. 
While it is admitted 
that the task of the gas 
companies is not easy, I 
do, nevertheless, assert 
that it is much simpler 
than a number of them 
make it. In the first place, 
let us consider the article 
for sale—a gas range, let 
us say. Compare it with 
its three competitors—the 
wood stove, the coal 
range and the electric toy 
that is supposed to fill the 
same mission in life. The 
wood and coal ranges 


fact. 


Editor. 





At first glance the suggestions 
contained in this article may seem 
to be undignified, but we believe 
that their strength lies in this 
One thing is certain: they 


certainly will cause comment.— 


is where your advertising 
copy comes in. 

It is within the range of 
sense and reason to assert 
that any man who expects 
his wife to fret and sweat 
her strength away over a 
wood or a coal range dur- 
ing the hot summer 
months when a gas range 
is so easily obtainable is a 
barbarian—a savage. 
Doesn’t that suggest 
strong, virile copy? Head 
your ad off with the cut 
of a savage in full war 
regalia—nose rings, facial 
tattoo, plumed spear, etc. 
Make the cut sufficiently 
striking to attract atten- 
tion. Then follow up with 
equally striking copy. 


DON’T BE A 
SAVAGE 





might be _ considered 
twins of the same family. 
Although their fuel is different, they both are singu- 
larly unpleasant in operation; the soot which one ex- 
pels is remarkably similar to that of the other; they 
both necessitate the unending traffic in fuel, from the 
supply dealer to the pile, and from the pile to the 
stove; and they both efficiently. heat the housewife 
deing the cooking as well as the food to be cooked, 
placing her on a par with the sweaty, grimy stoker 
of the ocean freighter. As for the electric toy, it isn’t 
necessary to detail its disadvantages; every person 
who has ever operated one knows them, much to his 
regret. 

Therefore, it is plainly evident that from every 
angle the gas range is the superior appliance. The 
man must be a moron or a dummy who cannot find 
sales points at every hand with which to convince 








The Fiji Islanders 
have never been 
known to provide their wives with gas ranges. 
But then again, a Fiji Islander is a savage. Are 
You? 


It is safe to assume that if the average man had 
to spend seven days a week and fifty-two weeks a 
year over a coal or wood range he would lose little 
time in replacing it with a gas range. The only rea- 
son he allows his wife to be a household stoker is be- 
cause the sweaty misery of the former two has not 
been brought home to him in a sufficiently impressive 
manner. But it can be done. The cut for the adver- 
tisement would be that of an office man using such a 
range for a desk. The artist, of course, would have 
to be depended upon to make the figure register the 
maximum degree of discomfort. And the copy: 
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HOW WOULD YOU LIKE TO WORK 
OVER ONE OF THESE THINGS 365% 
DAYS A YEAR—SUNDAYS AND 
HOLIDAYS INCLUDED? 


Your wife does it. Have you ever thought of 
that? And it is so simple to remedy. The solu- 
tion, of course, is a gas range. 

Buy it to-day. Relieve her misery now. 


Another method of attack is the direct-by-mail 
campaign. There is, I believe, no other industry that 
offers such opportunities for direct advertising as that 
of gas appliances. In the first place, there should be 
little or no lost motion. The books of the gas com- 
pany show which families in the community are users 
of gas. The meter inspectors, without waste of time, 
can take a complete and comprehensive census of 
which appliances are in use in the various homes. 
With this information gathered, the field is ready for 
your direct advertising campaign. 

The argument against direct advertising is that it 
is more expensive than newspaper advertising. That 
is debatable. If considered in cents per capita, it is 
undoubtedly more expensive. But if the results are 
to be taken into consideration that, as Kipling would 
say, is another story. In this instance, your adver- 
tising would go directly to the person it is intended 
for—to the person, and only to the person, with 
whom it would have the greatest effect. Further- 
more, it cannot be denied that direct advertising cre- 
ates personality and an atmosphere of sincerity which 
never can be injected into a newspaper advertisement. 
It also presents your sales message to a segregated 
group of persons. 


“The Poisoned Pen” 


Allowing, then, that you wish to reach the families 
whose homes are not equipped with gas ranges, it is 
reasonable to assume you would follow the direct-by- 
mail method rather than advertising in newspapers 
where your message would be scattered helter-skelter 
to the families whose homes are already equipped as 
well as to those whose homes aren’t. There are sev- 
eral very effective ways of advertising direct. The 
most effective way that occurs to the writer would 
be by way of the “poisoned-pen note” route. 

This method has been used by several retailers, in 
other than gas lines, lately but there are any number 
of communities that have not even heard of it. In 
such communities, it would have the greatest punch 
and bring the best results. I dare say more than 90 
per cent of gas appliance men do not know what is 
meant by the “poisoned-pen note” in this sense and 
how it could be used for effective advertising. For 
their benefit and for the benefit of the few others 
whose minds may have grown a bit rusty on the 
subject I shall explain in detail. 

To begin with, the notes should be written on a 
fairly high-grade type of stationery—the kind of sta- 
tionery which a person of refinement would use. 
Each note should be hand-written by a person or per- 
sons whose letters are well rounded and very legible, 
to assure an easy reading by its recipient. As the 
head of the family usually decides whether or not a 
gas range is to be bought for his home (theoretically, 
at least), I believe the notes would be most effective 
if mailed to men. However, this is a question which 


the individual gas appliance house must decide for 
itself. If addressed to the male head of the family, 
the “poisoned-pen note” would read as follows: 


Dear Friend: 

I do not wish to appear meddlesome but as a 
good friend of yours I cannot, in justice to my- 
self, keep silent any longer about a matter which 
concerns you deeply. 

It may be that you already know all that I 
know—and more—but I am going to ask you 
bluntly—are you watching your wife? If not, I 
would suggest that you do so. 

Knowing the world as I do, I realize that our 
wives are inclined to be a bit reckless now and 
then, but is not the blame largely ours if we fail 
to speak a word to them at the right time when 
such a word might change everything for the 
better? 

Our wives are not infallible. It is not just 
to expect them to be, but I, for one, am not going 
to remain silent under the great responsibility. I 
have already spoken to my wife; it might be well 
for you to speak to yours. 

Do not understand me to cast any slur on your 
wife. The recklessness to which I refer is lack 
of thought on her part; but she is squandering 
her life, health and happiness over a kitchen 
range, which does not do justice to your affec- 
tion for her. To correct this, you only need to 
buy a gas range, without delay, from the 
Gas Company. 

Gas ranges may be bought at prices ranging 
from $.... to $.... and paid for at reasonable 
terms while being used. My sincere advice is to 
buy one to-day. 








Very sincerely yours, 
A FRIEND. 


The idea to be conveyed at the beginning is that 
the note is one of those cowardly anonymous com- 
munications in which the writer, without disclosing 
his identity, defiles the character of someone near 
and dear to the recipient. Hand written, as de- 
scribed, on high-grade stationery and _ received 
through the mail in a sealed envelope, which, in turn, 
is addressed by the same person who wrote the note, 
these missives bear every indication of being the 
genuine article—until after being completely read. 
The effect is more impressive by far than any news- 
paper advertisement could hope to achieve. The 
note, in its entirety, is not offensive and is novel 
enough in general construction to invite discussion by 
the man who receives it with his friends. Therefore, 
you know that your message has reached the person 
for whom it is intended and has been carried by word 
of mouth—which, incidentally, is the most desirable 
kind of advertising—to several others. 


Applies Any Place 


The contents of the “poisoned-pen note” may be 
altered at will to suit local conditions or to conform 
with the individual ideas of the appliance house. 
There are other notes of a somewhat similar nature, 
for instance, the “masher” note. This also could be 
addressed to either the man or the woman of the 
house. Hand written on high-grade stationery, if 
addressed to the man, it would run as follows: 
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My Dear: 

I wonder if you would make an appointment 
with me some time to-day. I’ve been wanting to 
see and have a heart-to-heart talk with you for a 
long, long time but this is the first time I’ve 
found courage enough to let you know how I 
feel. 

*I confess that I never have had the pleasure of 
meeting you—certainly not because I have not 
wanted to but because I have never had the op- 
portunity. Can’t we remedy this? The urge to 
meet you is so strong within me that I am will- 
ing to ignore the conventional code that demands 
an introduction. Won’t you do the same? If 
you consent, I promise you a very interesting time. 

I assure you that it will be perfectly all right to 
meet me. If you have any doubts, you may bring 
your wife along with you as a witness. As a 
matter of fact, it might be well to let her accom- 
pany you under all circumstances. 


As a meeting place I would suggest the show- 
room of the Gas Company. I suggest 
this place because what I want to talk to you 
about is a gas range. Nearly every family in 
your neighborhood is using one and anybody 
that you might talk to would tell you how much 
superior it is to a coal range—no soot, no dirt, 
no ashes. And economical! That is one of the 
points I want to explain. 

Won’t you come around and see one? If you 
would bring your wife along I’m sure she would 
be interested. I will be in the showroom of the 

Gas Company any day this week from 
8 a.m.to5 p.m. Please don’t fail me. 
- Very sincerely yours, 
AN ADMIRER. 


There are any number of other “notes” which 
might be devised by an ingenious dealer—justasthere 
are innumerable other methods of direct-by-mail ad- 
vertising. However, one of the latter—the printed 
circular—should be treated with great care. There 
are so many circulars being delivered to the average 
man or woman to-day that unless yours isparticularly 
and exceptionally striking it may be consigned to the 
waste basket before it is fully read. This danger may 
be offset if you design your material with a great 
deal of thought. 


Sure to Excite Curiosity 


A circular that is sure to excite the curiosity and 
get the attention of its recipient is one that is re- 
ceived in an unusual envelope. One such envelope 
might be printed with simply your street and town 
address in small type on the flap for postal return in 
case the letter is not delivered to the person to whom 
it-is sent—mind you, the street and town address 
only, not the name of your firm. On the face of the 
envelope, where the return address would ordinarily 
appear, have printed in imitation of a clear, bold 
handwriting, “Do not destroy. I contain a very im- 
portant message for you.” The circular to command 
attention and retain the interest must win the admira- 
tion and respect of the reader by its general make-up. 
In other words, the typography must be excellent 
and the paper on which it is printed must be of a 
high grade. It is impossible to detail the subject 


matter of such circulars until the plans for the paper 
—or stock, as it is called in professional parlance— 
are completed. This is necessary because many 
stocks, due to tints or surface finish, do not carry 
small-type printing clearly. 

You will note that in discussing direct-by-mail ad- 
vertising, I have invariably used the expression 
“high-grade paper.” In such advertising, nothing 
but high-grade paper should be used. The circular 
that has a cheap appearance is better destroyed be- 
fore it is mailed out. To create an unfavorable im- 


pression is far worse than to create no impression 
whatever. 


Initial Output Great 


Without considering results, we will say that the 
initial output for direct-by-mail advertising is more 
than newspaper advertising. But unless you can do 
the former properly and stand this additional ex- 
pense, confine your advertising activities to the news- 
paper columns. Under these circumstances, we will 
admit that the results of the latter will be better in 
the long run. 

In conclusion, we would say that the “poisoned- 
pen” and “masher” notes are the most striking and 
unique mediums of direct-by-mail advertising. They 
serve a double purpose, for after they have been re- 
ceived by the parties to whom they are originally 
mailed the dealer can get additional publicity by 
giving the story out to his local newspapers. The 
material of such notes makes interesting reading mat- 
ter for the public at large and any dealer who fails 
to get a tie-up on a news story is missing a sure bet. 





Successfui Use of Blast Furnace Gas 


Extraordinary results have recently been achieved 
in the John Cockerill Works at Seraing, Belgium, by 
the utilization of blast-furnace gas as a source of 
power. For a period of seven months the whole of 
the electrical power required has been produced by 
gas engines driven by the gas supplied from a single- 
blast ‘furnace. The results certainly tend to prove 
the reliability of the gas engine to be equal to that 
of the steam turbine; in fact, the power produced in 
this manner is more than twice the power possible 
to obtain from a steam plant using the same amount 
of gas. 

When it has been necessary to stop the furnace for 
a short while, the time chosen has generally been 
when the power station might conveniently be closed 
down, say Sunday. To restart, the furnace has been 
blown by a cupola fan, giving sufficient gas to purge 
the mains up to the gas-cleaning plant. This has 
then been started and gas delivered at sufficient pres- 
sure to allow of the engine running. 

Tests show that 35 per cent gas is absorbed by the 
hot-blast stoves, 10 per cent by the gas-blowing en- 
gines, 5 per cent lost, and 50 per cent available for 
the gas-driven central electrical power station. For 
a consumption of 200 tons of coke per twenty-four 
hours, the load shown at the central station was 
4,000 kw., equal to an average load on the gas en- 
gines of 77 per cent of their rated capacity—The Blast 
Furnace and Steel Plant. 
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Acquainting the Public with Gas Heaters 


County and State Fairs Offer Splendid Opportunities 


By WILLIAM BLISS STODDARD 


Now that the series of county and State fairs, stock 
shows and other big public gatherings are being held, it 
behooves the gasman. to get busy and explain to the 
public on all occasions the benefit of both the gas heat- 
ers and ranges, as well as the convenient hot-water at- 
tachment. 

At the California Industrial Show, San Francisco, 
Cal., held in the early fall a number of the leading firms 
had some very interesting exhibits. One of the most 
striking was that of the Jas. Graham Company, which 
featured the Redwood brand of stoves. The entrance 
was through a slab 10 ft. in diameter cut from a red- 
wood tree, a hole having been cut in the same to form 
a door. The rough bark was still left on the slab, and 
at the top was a huge red hatchet buried in the tree al- 
most to the hilt. Inside the exhibit was a moving pic- 
ture exhibit showing the manufacture of gas heaters 
and ranges from the time the steel was first treated until 
the finished stove was shown. Of course, several of the 
ranges and heaters were on exhibition. 

The Baird-Bailhache Company also had an exhibit of 
much interest to weary sightseers. Their large booth 
took the form of an arbor overgrown with flowering 
vines, in which was a set of reed furniture—settee, half 
a dozen chairs, a table, and a floor lamp lighted by gas. 
Several gas heaters were shown in operation, their 
cheerful glow making the place extremely cozy. Color- 
ful drapes and cushions were used, and on the table 
were a number of magazines, including the AMERICAN 
Gas JouRNAL. Visitors to the exposition were invited 
to come in and rest—and while relaxing could not fail 
to notice the comfort and convenience of the cheerful 
gas heeters. A card prominently displayed advised: 


KILL COLD WITH GAS 
SAVE ON YOUR FUEL BILL THIS WINTER BY USING A 
GAS HEATER 


The Pacific Gas & Electric Company had four booths, 
one each devoted to gas heaters, gas ranges, gas furnaces 
and gas hot-water heaters. The entire exhibit was sur- 
rounded with a tall hedge made by placing slender firs 
close together. This hedge was all aglow with electric 
lights of different colors, giving it the appearance of a 
row of Christmas trees. In the room devoted to gas 
ranges a cooking demonstration was given each day, 
while there was a salesman in each of the other rooms 
to explain the merits and workings of the various types 
of gas heaters to those interested. 


Another Interesting Exhibit 


Another interesting exhibit of gas heaters was shown 
by the Peoples Gas Company, Chicago, during the won- 
derful Pageant of Progress. They recalled to the mind 
of the matron of yesterday the pride with which she dis- 
played her first gas heater, or range, or water heater; 
and yet she had to smile at the cumbersome affairs of a 





decade ago as compared with the brightly burnished and 
efficient appliances of to-day. Their gas heater display 
showed an old rusty heater of 1880, “The first type of 
open gas fire—much room for improvement.” On a 
mound covered with yellow silk was placed a set of gas 
logs with a card, “1895—Here is a gas fire trying to be 
a wood fire—an expensive idea.” In the center was a 
table on which stood two Radiantfires, with a card be- 
tween them: “1922—The Radiantfire wears no disguise. 
It is a gas fire, and a mighty good one, too. Portable 
and fireplace styles.” In order to arouse interest in 
their heating appliances—both at the exhibition booth 
and at their downtown salesroom—they offered a series 
of handsome prizes, consisting of: First, Simplex 
washer; second, Reliable gas range; third, Eclipse gas 
range ; fourth, kitchen cabinet ; fifth, refrigerator ; sixth, 
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Radiantfire heater. Tickets were given out each day at 
the exposition to all who stopped at the booth, and on 
these the recipient wrote his name and address. When 
all the tickets had been dropped in the box, a drawing 
was made at the end of each day and six names pulled 
out, giving these people a chance at the first, second, 
third, fourth, fifth and sixth prizes, respectively. These 
names were pasted on a big bulletin board the next day, 
both at the show booth and at the downtown salesroom. 
The names of the lucky people on all the preceding days 
were also shown in smaller type. On the last day of 
the exposition all of the people’s names that had been 
drawn as contenders for the first prize were put in a 
box and a card drawn, the person thus chosen being pre- 
sented with a washing machine. In a similar manner 
the winners of the other prizes were chosen—and then 
the names of the winners were placed in the ad in the 
newspapers so that any who were not present would be 
notified. In case of out-of-town winners a special noti- 
fication was sent. This stunt gave the firm an enviable 
publicgy and set hundreds of people to talking of the 
advisability of getting gas heat. 
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But whether or no there is a special attraction to draw 
visitors to the city, at the first indication of fall the gas 
merchant should come forth with attractive window dis- 
plays to inform the citizens of the desirability of gas 
heaters for the chilly days of fall, ere it is time to light 
the furnace. An excellent example of a fall gas heater 
campaign was that of the Kansas City (Mo.) Gas Com- 
pany. The big windows were of the open-back variety, 
so a large three-panel screen covered with wall paper 
was set up to give the living-room background. In front 
of this an ivory toned mantel was built, in which was a 
Radiantfire heater. At one side of the fire was the life- 
size cut-out of a young mother and at the other of.a 
creeping baby. Cards of white, lettered in red and blue, 
suggested: “Prepare for cold weather. Order your 
Radiantfire now,” and, “Let us show you how this won- 
derful heater reduces your coal bills.” The other large 
window of the company showed three tiers of gas heat- 
ers, three in a tier, with tall rubber plants between 
them for ornamental effect. A special sale of these 
heaters was arranged, 379 of them being offered at a 
rate of $29.50—$2.50 down and $2.25 a month until 
paid. A card among them advised: “During this sale 
we will install these heaters free where there are con- 
nections in the fireplace.” At the entrance of the store, 
on green pedestals, were two of the Radiantfires in op- 
eration, both being enclosed in a cage to prevent children 
or too inquisitive passers-by from burning themselves. 
A card above each of them explained: “The ordinary 
gas heaters or gas logs burn 4 to 5 cents’ worth of gas 
every hour. The Radiantfire uses 134 cents’ worth of 
gas and furnishes twice as much heat.” The newspaper 
ads which they used to call attention to their heaters 
were equally catchy and effective. One of the best 
read: 





WIFE ADMONISHES HUSBAND 


“T wish you'd light the pilot-light and turn 
on the Gasco furnace,” said the wife. 

“What, already?” exclaimed hubby. “Yes, 
the house is chilly these mornings,” she ex- 
plained. “Why don’t you get me a Radiantfire 
at the gas office, like all the neighbors have? 
Then you wouldn’t have to light the furnace. 
All I want now is to take the chill off.” 

“Sensible girl,” mused hubby as he was driv- 
ing downtown. “It took a thrifty woman to 
tell me that I am wasting money when I light 
an appliance that is built to heat the whole 
house when a Radiantfire will do the work.” 


Sales Dividends in the Gas Business 


Tactful Aggressiveness Brings Its Own Reaction 
By C. E. SHAFFNER 


A trade association in convention not long ago was 
introduced to a striking keynote, termed the spirit of 
hospitality, by the first speaker on the program, who 
happened to be a vigorous young executive inanother 
line of business far removed from the industry under 
discussion. He amplified this spirit of hospitality as 
bespeaking efficiency, good-will, tactful aggressiveness 
cll in one and by the same token motivating factors for 
ectting business as social forces, taking into account the 
little things and the more important problems with equal 
regard for their importance. By this able presentation 
of a clearly conceived inspiration he practically turned 
over that particular convention, clearing away in one 
broad sweep the drabness and dulness through which a 
number of those in attendance had previously viewed 
their busiress, and at the same time making possible the 
launchins of an exalted idea which has resulted in 
marked prevress for that association within a compara- 
tively short time. 

This new spirit which this young business execrtive 
so well characterized as one of hospitality has beea 
found to produce sales in terms of dividends. Some of 
the ways in which these results have been attained that 
sufficiently indicate the implications of such an under- 





lying idea are: The courtesy of télephone girls and 
other employees ; the polite and yet insistent methods of 
getting new business; the careful and painstaking ex- 
planation of processes in the plant; the use of carefully 
modulated but forceful tone of voice in speaking to cus- 
tomers ; the insistence upon a cheerful outlook in carry- 
ing on daily tasks and transactions with customers; ex- 
treme willingness to go the greatest possible lengths in 
getting new business; presenting new ideas as a means 
of solving personal problems, and thereby developing 
new business. 


Aggressiveness Plus Courtesy 


Naturally enough, scores of stories might be told 
about the manner in which the implanting of this all- 
embracing spirit has worked out in one or more of the 
ways just outlined. The head of a large manufacturing 
concern called up a gas company in a Middle Western 
city and stated that he wanted to become 1 customer 
because he was so highly impressed w’th the forceful 
and yet courteous insistence with which his patronage 
had been solicited. “My motto, like yours,” he said, 
“has been that keeping everlastingly at it brinzs success, 
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and wherever I find it carried out in the right way it is 
always going to have the benefit of any reward that I 
am able to offer.” 


A foreigner became a user of this particular service 
for the first time because, as he explained in his broken 
English, no one had ever taken the trouble to explain it 
to him before and he had always imagined that he could 
never afford it. Another foreigner said that he had 
persuaded several of his friends to patronize one of the 
companies because he had found out “they were good 
people,” as he put it, and that when he became excited 
over a matter that he thought was working an injustice 
against him a satisfactory explanation had been offered 
with a smile. 


A number of these methods are by no means unusual 
or unique. They are well-known factors for conducting 
a business, but they fall short unless carried out to the 
last notch and with entire sincerity. In the gas business, 
where thousands of customers must be taken care of 
promptly and properly, the situation is admittedly hard 
but nevertheless decidedly productive of these sales 
dividends. A short time ago the writer was waiting in 
line at one of the transfer counters of the Detroit City 
Gas Company, directly behind a confused foreigner who 
was trying his best to explain what he wanted. Under 
the tactful and kindly questioning of the girl clerk the 
matter was expedited in a very short time, with the 
result that this foreign customer was not only profuse 
in his thanks but also productive of a sales dividend, for 
he inquired immediately where he could buy a hot-water 
heater by saying, “Me get along fine here. Now I buy 
gas heater.” 


The Figures Are Impressive 


As a further means of hammering home this idea that 
it is easy to do business with their organization, the 
Detroit company is now running newspaper advertise- 
ments with the bare announcement that 32,719 gas 
stoves have been purchased from their organization, and 
this has proved decidedly effective in reaching thousands 
of foreign-born and poorly educated people who are im- 
pressed with the thought that nearly everybody buys gas 
appliances from the gas company, and therefore come to 
the conclusion that they will do likewise, since they are 
not sure a satisfactory purchase can be negotiated else- 
where and, furthermore, they have heard stories of how 
certain instalment dealers have talked their countrymen 
into buying merchandise with later dissatisfaction be- 
cause of misrepresentations made both as to quality and 
price. A similar means of scorning such a favorable 
impression is used by a gas company in a small Penn- 
sylvania city, which announces in its display windows 
the names of prominent users of gas ranges and other 
appliances purchased there, with the thought that people 
will come to the conclusion that if these appliances are 
good enough for these well-known people they should 
prove satisfactory for them. A laundry owner in a 
Middle Western city has utilized an idea somewhat 
along this line in his advertising which could be used in 
selling gas appliances by announcing that several hotels 
in his city which are noted for their spick-and-span 
service are using his plant to have linens and other flat 
work laundered, Similarly, it would undoubtedly be 
effective to advertise that gas appliances were furnished 
for well and favorably known hotels and restaurants. 
because of the resultant favorable opinion thus formed 
and the strong possibility of later purchases. 


They Were Productive 


That some of these sales dividends are productive of 
exceptionally big business has just been illustrated very 
forcibly in connection with the announcement of plans 
for Detroit’s first co-operative apartment building, 
which will provide accommodations for a large number 
of families and very complete facilities for washing and 
ironing, including the lowly gas plate which was at first 
declared to be an unnecessary adjunct in view of elec- 
tric washing and ironing machines. But the president 
of the building company answered that contention with 
the sweeping statement that a gas meter reader had once 
proven to him that more washings were done in big city 
apartment houses with the use of gas plates than in any 
other way, and that he was satisfied that those who re- 
sided in the new “co-op” building would not be satisfied 
without this convenient necessity. Here was an excep- 
tionally fat dividend that resulted from a little timely 
interest on the part of a gas company employee. 

It has proved invariably true in selling that orders do 
not always result from direct solicitation and that quite 
often they come as by-products in the regular course of 
business, because the way to these sales has been paved 
by taking advantage of opportunities that existed at 
some time or another, like those described in this ar- 
ticle. Whether the spirit of hospitality in business cor- 
rectly indicates a proper course of procedure whereby 
such sales dividends may result may be questioned by a 
few, but it is quite certain that, measured in actual ac- 
complishments, this factor is unusually productive and 
that its efficacy can be directed if organizations are ac- 
tually adapted with a view of securing the cumulative 
effective of carrying on the ordinary details of business, 
thereby creating potential customers and greatly re- 
inforcing the work of the sales department. 





Purification and Recovery of Products from 
Coal Gas 


French Patent No. 516,652 relates to a process of 
recovering hydrocyanic acid and carbon disulphide 
from coke oven and coal gas. The gas is treated so 
as to remove these products before it is subjected to 
a washing process with benzol. The hydrocyanic 
acid is converted into commercial sodium ferrocyan- 
ide. In this way the formation of sulphocyanate of 
ammonia, double ferrocyanide of ammonia and iron, 
as well as of the various blues, is avoided in the puri- 
fiers. This results in a corresponding increase in the 
life of the activity of the purifying mass. The process 
comprises four stages: (1) Treatment of the purifi- 
cation mass, rich in sulphur, with an aqueous solution 
of sulphide of sodium, in order to produce a solition 
of polysulphides; (2) washing of the gas free from 
tar, but still containing a part of its ammonia, with 
the solution of polysulphides which has been men- 
tioned above. This is continued until the solution 
of polysulphides is completely exhausted; (3) De- 
composition of the preceding solution by boiling in 
order to eliminate the ammonia, which is mixed with 
the gas again and forms sulphocyanate of ammonium, 
the solution of which is evaporated to dryness; (4) 
transformation of sulphocyanate into ferrocyanide by 
mixture with ground iron filings and heating the en- 
tire mass to the temperature of 450 deg. Cent. 
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Co-ordinate Sales and Advertising More Strongly 


li’s a Big Job, but It Pays Others 


By FRANK H. 


“I believe that one of the reasons why we are so 
successful in selling gas appliances,” said the man- 
ager of the appliance department of a successful Mid-- 
dle Western gas company, “is because we co-ordinate 
our advertising and sales efforts so strongly. 

“We never advertise simply for the purpose of get- 
ting our name before the public. We advertise for 
a special purpose to special people who will be in- 
terested in the proposition we are presenting, and at 
the same time that we advertise we present this spe- 
cial purpose to these special people by means of in- 
tense sales efforts. 

“Perhaps there may be a pointer in all this for 
other appliance managers and so I'll tell just how 
we go after the proposition in this company. 

“Suppose, for instance, that we are anxious to sell 
a specially large number of water heaters for bath- 
tubs. 

“At first glance the selling of such heaters look like 
a matter in which every person who owns a bathtub 
and who has a gas connection in the house would be 
interested. But, as a matter of fact, this isn’t exactly 
the case. 

“People in the better homes of the city who haven't 
heaters or who have heaters which aren’t giving sat- 
isfaction will be interested. People who are putting 
up new homes or remodeling old homes will be in- 
terested in the proposition. But people who already 
have heaters which are giving them good service, or 
people who would rather heat a pail of water on the 
stove and then carry it up to the bathtub won't be at 
ali interested. 

“So then to get the best results we must concen- 
trate our sales efforts on people who are putting up 
new homes or remodeling old homes and on people 
in the city’s better homes who have heaters which 
aren't satisfactory. 

“We use a definite amount of newspaper advertis- 
ing space each day in the year. 

“Our first problem, then, in this selling campaign 
is to so use our advertising space during our heater 
campaign that it will appeal to the people who should 
be interested in heaters and will be read by them and 
make them want to buy new heaters from us. 

“What can we do or say in our newspaper adver- 
tising to accomplish this purpose? 

“One of the ways in which we can do this is by 
directing our advertising specifically and personally 
to the people putting up new homes. We can, for 
instance, get a list of all the home-building permits 
issued in our city during the past two months and 
then run an ad reading like this: 


A Special Message of Interest to the Follow- 
ing Contractors and Home Owners and to the 
People Who Will Occupy the Homes These 
Contractors Are Erecting. 


“We can then follow this heading with a list of all 


WILLIAMS 


the folks to whom building permits have been issued 
during this period with the street addresses where 
the homes are being put up. We can then follow 
this list of names with copy of this sort: 


No new home is a complete success unless you 
can get hot water quickly and easily for the bath, 
for shaving and for kitchen purposes. 

The water heater this concern is selling is giv- 
ing complete satisfaction in many homes in this 
city. Make your new home a complete success 
by installing this heater in your home. 


It Gets Them 


“An advertisement of this sort is personalized, in- 
dividualized and localized to an extraordinary ex- 
tent. It is absolutely certain to get and hold the at- 
tention of every person named in the ad and of every 
person who will occupy one of the homes being 
erected by any of the contractors whose names are 
given in the advertisement. And, for this reason, 
the ad is certain to be quite exceptionally successful 
in focusing the attention of all these people on the 
heaters we are selling and in making them want to 
get our heaters into their homes. 

“So much for the way we can direct our advertis- 
ing to the specific people who will be interested in 
our heaters. 

“And now for the way in which we can hook up 
our sales efforts with this advertisement. 

“The natural, logical thing to do in hooking up 
sales efforts with this advertisement is to make per- 
sonal calls on all the people mentioned in the adver- 
tisement and upon all.the people who will occupy the 
homes being put up by the contractors named in the 
ad and to urge these people to install our heaters in 
their homes. 

“A big help in doing such personal selling is to 
take a copy of the ad with you and to show this ad 
to the people called upon as an opening wedge in 
getting over your sales talk. 


Is Bound to Get Results 


“A co-ordinated advertising and selling campaign 
of this sort is simply bound to get more results than 
any general ad for heaters and general selling of 
heaters because it is so much more intensive. 

“The big thing in co-ordinating advertising and 
selling of gas appliances so that they will be 100 per 
cent effective is to know exactly what you are going 
to try to sell, exactly the people to whom the prod- 
uct will most appeal, exactly how you can most 
quickly get the attention of these people and arouse 
their interest, and exactly how you are going to per- 
sonally sell them after arousing their interest through 
your advertising. 

“We always make a point of carefully analyzing 
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every sales proposition in this manner before trying 
to put it over. 

“Suppose, again, that we are going to sell gas cook 
stoves. Suppose that we have put on a campaign to 
sell stoves to the new homes of the city and that we 
are going to try and sell replacements to people who 
have worn out gas stoves. 

“How can we direct our advertising specifically to 
these people and how can we hook up our sales 
efforts with this advertising in the most effective 
way possible? 

“We can run an advertisement reading like this: 


TO ALL WOMEN WHO WANT NEW 
GAS COOK STOVES 

During the next two weeks we are going to 
specialize in making attractive offers to all fam- 
ilies in which there is a need or a desire for a new 
gas cook stove. 

We don’t expect to sell new stoves to all the 
families who are interested in this proposition 
and who inquire about our offer. But we will be 
glad to tell everyone, irrespective of whether we 
make a sale or not, just what our offer is. 

Sign and send the attached coupon to us or 
phone to us and we'll give you our offer. 





York 


Photo by Underwood & Underwood, New 


Miniature Locomotive, Buil of Everything That Goes into the Gas Range. 


Sure to Get Attention 


“This sort of an ad would be sure to get attention 
and the fact that we state we don’t expect to sell 
stoves to everyone who inquires would make more 
people feel like asking for our offer. 

“We can then hook up our sales efforts by follow- 
ing up each inquiry with an intensive sales talk and 
by getting from each person who inquires, the names 
and addresses of their friends and relatives who, they 
know, will be interested in learning about new gas 
stoves. It is really astonishing, at times, to realize 
how many splendid leads which develop into sales 
can be secured from inquirers in this way. 

“The more thoroughly the advertising and selling 
campaigns are co-ordinated in the selling of gas ap- 
pliances the more appliances will be sold. It is fool- 
ish not to make all your advertising and selling just 
as intensive all the timé as it possibly can be. Don’t 
generalize in your ads. Don’t generalize in your 
selling. Know always where you're going and how 
to get there. That’s the way to hang up new records 
in the selling of gas appliances.” 

Aren’t there some good suggestions in this for 
other gas appliance managers? Here’s hoping so, at 
any rate. 





The most remarkable minia- 


ture locomotive ever built, the parts of this engine not being of the ordinary sort but composed en- 
tirely of what goes into the making of a gas range, hot water heater and boiler, together with the 
cooking outfit of a range. The boiler of the engine is a hot water boiler, while the piston case is a gas 


heater. The cab is constructed of range ovens. 
large wheels are the perforated coils through which the gas feeds the range. 
The headlights are gas toasters, while the cowcatcher is a grid- 


smokestack of a large gas stove. 


The small wheels are gas cooking plates, while the 


The smokestack is the 


iron. The piston rods and other pipings are the various fittings of a gas range. The engine was con- 


structed by R. L. Dezendorf, superintendent of one of New York’s gas companies 
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Effective Direct Mail Advertising 


Some of the Advantages Possessed by This Form of Reaching Possible Customers 


By J. E. BULLARD 


Direct mail advertising possesses many advantages 
not possessed by any other form of advertising. By-no 
means the least important of these is the fact that just 
the people and just the number it is desired to reach can 
be reached at the time it is desired to reach them. 

This makes it possible, for example, to pave the way 
for the salesmen and to guard against these salesmen 
giving a false impression of the service or the appli- 
ances. If the work of these 
salesmen is planned in ad- 


the trustees because many of those who pledged gave 
amounts far smaller than could be expected of them. 
The experience of this church is especially valuable 
in that the results could be checked with such great 
accuracy. It indicates more exactly what letters mean 
to any business institution than do most of the experi- 
ences of such institutions. Most concerns are putting 
forth sales effort in so many different ways and are 
using sO many means of 
advertising that it is not an 





vance; if they are required 
to cover certain districts at 
certain times, then either 
letters or mailing pieces 
telling all about the appli- 
ances they are selling can 
be mailed in advance and 
the work that perhaps it 
might require two or three 
calls of the salesman to do 
can be done before he 
makes the first call. 

By means of letters the 
sales manager or any other 
executive of the company 
may talk to all the custom- 
ers at any time he desires 
or to any particular group 
of customers he may desire 
to talk to. A very high per- 
centage of the people who 
receive the letters will read 
them. It is probable that 
this percentage is just as 





Working out a sales plan that 
takes into account the capacity of 
the departments affected is good 
business. That is clearly demon- 
strated by A. A. Higgins, of the 
Providence Gas Company. The 
details are related in this interest- 


ing and helpful article.—Editor. 


easy matter to judge just 
how effective the direct 
mail matter has been. It is 
hard to determine whether 
the sales that appear to 
have been the result of the 
direct mail advertising have 
really been due to it or to 
the newspaper advertising 
or the efforts of the sales- 
men. 

In the case of this church 
we have an accurate check- 
int of results. It used no 
other method of advertis- 
ing. Nothing but letters 
and what in business corre- 
sponds to a sales force was 
used. When the letters 
were used the results passed 
all expectations. When they 
were not used the results 
were rather disappointing. 

When the gas company 





high as the percentage of 
people who would listen at- 
tentively to a talk if it was given to them in a hall by 
the executive in person. 

Just what can be accomplished by letter is about as 
well illustrated by the recent experience of a church as 
by any other example. This church desired to increase 
its membership and the attendance of its members at 
the services. A campaign was mapped out, but this 
campaign differed in no striking way from a number of 
previous campaigns that had never proved especially 
successful, except that this time a well-planned letter 
campaign was included. 

A quota was set, the campaign started, and the quota 
was far exceeded, though at the start it had seemed im- 
possible of attainment. Asa matter of fact, the attend- 
ance at the church was increased to such an extent that 
it became necessary to build an addition to the church. 
The man placed in charge of the money-raising cam- 
paign did not see the necessity or the value of using 
letters. He felt that it would only increase the cost of 
the campaign and leave less money for the church. His 
committee worked very hard, but failed to raise the de- 
sired amount of money. Further, when the pledges 
came in there was some dissatisfaction on the part of 





uses direct mail advertising 
there are certain things to 
consider in regard to the mailing. One thing is the mail- 
ing list to be used. A couple of years ago a little inves- 
tigating of the way tire dealers use direct mail matter 
was done. 

A number of the dealers reported that they could not 
see that mail matter brought them any results. It hardly 
paid for the cost of mailing, even when the manufac- 
turers supplied the mail matter free and all the dealer 
had to do was to pay for the list, postage and address- 
ing. The lists these dealers were using contained the 
names and addresses of all the automobile owners in the 
community. 

The one dealer who found direct mail advertising 
very profitable used a list of the names of the people 
who either traded at his store or who were known by 
someone in the store organization. The names of new 
customers were added. This list was actively worked. 
Letter after letter was mailed and the results were much 
more than satisfactory. Sales of tires not only increased 
but sales of everything else in the store as well. 

This teaches that when the gas company mails adver 
tising matter of any kind to its customers it will do well 
to confine the list to those customers who really are 
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prospects for the goods or service offered. For ex- 
ample, there might be an automatic water heater list, an 
expensive range list, and the like, among the domestic 
customers. 

There is still another point about direct mail matter 
that is well worth considering. The mailings can be 
made so that the sales resulting keep the shop busy all 
the time, while at the same time they do not overload it. 
Also, by a little planning the sales can be made close 
together, so that the cost of making the installations is 
reduced to a minimum. This is something that cannot 
be done by any other means of advertising. 

In the past, special sales drives or campaigns have 
been very popular with gas companies. These cam- 
paigns have had many advantages and they have also 
had their disadvantages. 


Disadvantages of Campaigns 


Among the disadvantages is the employing of many 
salesmen, at least some of whom are not of the highest 
type and leave a poor impression with the customers. 
Although a great many sales are made, the good-will 
of the company may not be increased in the same pro- 
portion. 


Again, there is the installation problem, especially in 
the case of such appliances as ranges and water heaters. 
A campaign will bring in more business than the regu- 
lar shop force can handle. It becomes necessary to hire 
more men. The rush of business may make it necessary 
to hire men who under normal conditions would not be 
considered. Men not trained in the policy and the prac- 
tices of the company have to be sent out to install the 
appliances. 

The result of this is that possibly for a year afterward 
the shop is kept busy all its spare time remedying trou- 
ble and making the installations right. There is dissatis- 
faction among the customers and there is considerable 
expense to the gas company. Partly for this reason one 
campaign a year may be all the company can handle. 

Relying upon direct mail matter to a very large extent 
in selling appliances does away with this. The Provi- 
dence Gas Company has been running a water heater 
campaign this summer, Arthur A. Higgins, the sales 
manager of the company, has been exceedingly success- 
ful in carrying on intensive campaigns for appliances. 
Perhaps he holds the record for the number of water 
heaters per customer ever sold in a week by a gas 
company. 


How Higgins Does It 


In this campaign he is using different methods. His 
shop is able to install about ten water heaters a day. 
The company has about seventy thousand customers. 
He is using a mailing piece that he has found by actual 
test makes one sale of a water heater for every one 
hundred mailed. 

The addresses on the addressing machine are divided 
into districts of from eight hundred to twelve hundred 
names. This means that if each day the mailing piece 
is mailed to all the people in a single district the sales 
will average just about the capacity of the shop to in- 
stall the hesters. For this reason the mailing pieces are 
reing mailed in this manner. It will make the cam- 
p ign last about three months and keep the shop busy 
all the time, but not load it up with so many orders that 





it cannot give the right amount of attention to each in- 
stallation. 

The sales made by the mailing pieces during any one 
day are close together, which reduces the cost of install- 
ing. The plan is giving perfect satisfaction to all con- 
cerned. There is no need of putting off customers when 
it comes to installations. 


Not Spectacular 


Of course, this campaign is not spectacular. It is 
entirely free from all circus methods. Yet it is adding 
steadily to the business of the company and it is doing 
this at a surprisingly low expense. The printed matter 
is supplied by the manufacturer. The postage is a cent 
a mailing piece. Ten dollars’ worth of postage means 
the sale of ten water heaters, or a cost per heater of a 
dollar. The cost of addressing is no greater than would 
be the cost of supervising a crew of salesmen, so this 
cost can be compared with the commission that would 
have to be paid salesmen. It therefore can be seen how 
economical this method of selling is proving. 

One of the best features about it, however, is the fact 
that instead of getting in a lot of orders and then hold- 
ing them till the shop can take care of them, the orders 
are secured at such a rate as to keep the shop busy all 
the time, and at a rate such that each can be given very 
prompt attention. There is no upsetting of the present 
organization and there is a building of good-will among 
the customers that is too often lacking when the old- 
style campaign methods are used. 





Apropos to Current Events 


Reports and clippings of advertisements that are 
continuously coming into the office of the AMERICAN 
GAS JOURNAL evidencé the fact that the hot water ser- 
vice idea has taken a strong hold on the commercial 
gasman from coast to coast border to 
Gulf. 

The American Gas Association is to be highly 
commended for its work in promoting this aggressive 
and progressive movement. It has always been our 
opinion that the gas-fired water heater held great 
possibilities for the company that would get squarely 
behind it and our belief that other gas heating appli- 
ances hold out the same possibilities are just as 
sanguine. 

We would like to go on record as believing that 
the future will see great strides made in the gas 
heating appliance, both for domestic and industrial 
purposes. Fancy carries us to the day of automatic 
burner control for all appliances and standard plug 
in connections, to the day when each room in the 


home and many articles of furniture will have recep- 
tacles for the connection of gas heating appliances. 

Environment such as we have to-day is construc- 
tive and again we say the gas business of the future 
holds many possibilities for the men who can design, 
manufacture and expose for sale additional gas heat- 
ing appliances. 

But for the next thirty days lets all get back of the 
gas-fired water heater and sell hot water service. 


and from 
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As.the Journal Views It 








Advertising Holds Great Possibilities 


A sales manager recently, in discussing merchan- 
dising and advertising, declared that he believed that 
he had exhausted the possibilities of the different ap- 
pliances that he carried. He bemoaned his fate be- 
cause he declared that so far as he was concerned 
advertising offered nothing new. We disagreed with 
him and pointed out where we believed he was wrong 
and then we discussed this point with others. It will 
be seen that out of this discussion has come some 
excellent thoughts for this issue of the AMERICAN Gas 
JourNaAL- is filled with numerous original articles that 
in practically every case have for their main theme 
some sidelight or suggestion on advertising as ap- 
plied to this field. 

It is generally agreed, we believe, that not even the 
surface has been scratched in advertising gas-con- 
suming appliances. There remains an unsold market 
that is so much greater than that market which we 
reach that if expressed in percentages it would be 
surprising. The possibilities are unlimited and, with 
new homes constantly coming into existence, this 
market is growing. How then can any sales manager 
decide that he has exhausted advertising possi- 
bilities? 

A few weeks ago we were in a small town talking 
with the manager of the gas company. He didn’t 
have a great deal of time to devote to us because, as 
he pointed out, he was taking an active part in the 
work of the local chamber of commerce to stimulate 
building, and he was then late for a meeting. But he 
did have time to declare proudly that if it lay within 
the range of human activity he was going to see that 
every new home that resulted from this work was to 
be thoroughly gas equipped. We didn’t detain that 
man from that meeting, but we did follow him and 
listened in on the discussion. And this gasman took 
a leading part in making plans, and his opinion was 
eagerly sought. by the builders, the contractors and 
the bankers who were in the conference. It was a 
revelation as showing what could be done to secure 
business and also benefit the community. 

This gasman had ideas but he didn’t spend time 
admiring them. Rather he went out into the field and 


put them into practice. And he declared that busi- 
ness this year was going to be double that of any 
previous year. We know it will. 





Frank W. Frueauff 


In the sudden death of Frank W. Frueauff, junior 
partner of H. L. Doherty & Co., the gas industry 
loses a man who has done much in advancing our 
interests and who unselfishly devoted his strength te 
anything that would be of benefit to the greatest 
number. But it is not only the gas industry that will 
miss Mr. Frueauff, it is the entire business world, for 
his very great ability had made him a power in the 
affairs of many companies. 


The career of Mr. Frueauff will ever be a splendid 
example for young men to pattern after and it shows 
that golden opportunities exist in this business for 
those who are capable of holding great trusts. He 
rose from a newsboy in Denver to his position of 
great power in the business life of the United States 
solely because he had ability and sterling qualities 
that forced him to the front. His life always will be 
an inspiration. 

It is not only in gaining great power, however, that 
success can be measured. It is not only in becoming 
a leader among men that tells of the works of a man. 
It is in his friendships that the true character of a 
man can be found and it was in this that Frank W. 
Frueauff excelled. He builded well in business life 
but he builded even better in gathering unto himself 
friends who were won by his personality and his 
never-swerving a.cgiance. He was a hard fighter 
but he was a clean fighter and a man who won vic- 
tories on their merits and not through tricks. 

Those who had the privilege of coming into con- 
tact with Mr. Frueauff were always impressed by his 
kindly interest. His was the power to grasp the es- 
sential details instantly and to make decisions in- 
stantly and through this quality he was able to help 
others in more humble walks of life. 

The world has lost a leader through the death «/f 
Frank W. Frueauff. 
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y WILLIAM H. MATLACK 


Some Thoughts on Securing Favorable 
Public Opinion 

Solidifying favorable public opinion, whether for a 
line of merchandise, a service or to secure customer 
stockholders cannot be accomplished by spasmodic 
splurges for periods of thirty days or even twelve 
months with a sudden recession. 

Favorable public opinion is fostered, built up, for 
a line of merchandise, a service or an organization, 
by advertising and performance, and is successful 
and enduring in exact proportion to the insistence 
and the persistence in which the organization back of 
and rendering the service or selling the merchandise 
or stock adheres to a slogan, “The public be pleased.” 

Direct, newspaper and personal advertising, if 
properly planned and continuously utilized, is of in- 
calculable value in bringing in customers. And 
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keeping everlastingly before the public begets and 
instills faith in the company, its service and the mer- 
chandise sold. Every thinking man realizes this. 

On the other hand, every thinking man realizes 
that he may advertise his company, service or mer- 
chandise until the end of time without showing any 
great volume of sales or securing more than passive 
interest of the public, if the employees of the com- 
pany have not first been “sold” on the organization, 
its service and the merchandise it offers for sale. 

Confidence begets confidence and indifference dam- 
ages it. 

Daisy Daggers, presiding at the information desk 
or at the telephone switchboard, by her curt “we-l-1” 
or one of those looks that kill, will break down or di- 
minish confidence to such a degree that regardless of 


how much advertising is done or how elaborate and 
exact, or with what painstaking care, the campaign 
to secure favorable public opinion has been laid out 
it falls flat before it is well under way. 

The public believes, or is wont to think, it has been 
a long sufferer at the sign “information,” and for that 
reason is rather reluctant to seek information from 
information clerks. 


A polite and considerate public servant is remem- 
bered when other public servants are forgotten. 

Sadie Smiles, at the information desk, if ap- 
proached by “the colonel’s lady or Judy O’Grady,” 
is ever the same, smiling, tactful and considerate one, 
and both, in seeking and securing information, leave 
her desk with the feeling of obligation—“She was so 
pleasant.” 


A woman customer, after wandering about the 
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store for half an hour and examining several high- 


class ranges, finally musters up enough courage to 
approach Frank F lashy, the floor salesman, with the 
question, “What’s the price of ’at stove?” indicating 
a range that is priced at $210. Frank, noting the 
stove indicated and in turn giving Mrs. Sam the once 
over, did not feel disposed to answer, whereat the 
woman strolled out of the store. Going next door to 
the furniture dealer, she got attention and counted 
from the First National Bank $210, less 5 per cent 
for cash, for the same stove she had examined at the 
gas company store. Frank did not know that her 
husband was sole owner and proprietor of a chain of 
quick-lunch stands and that she usually got what she 
wanted for her home. 

You can’t judge people by their “get-up.” 
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If you go into advertising for new customers, 
favorable public opinion, or to increase your sales 
per meter, you must live up to and see that your em- 
ployees live up to your advertising. 

Courtesy should begin at home, and employees 
who cannot meet the public courteously should not 
be permitted to come in contact with the public. Each 
and every employee of the public service company 
should be schooled to know and respect such slogans 
as “Good public service” and “The customer is al- 
ways right.” The public pleased is favorable public 
opinion. 

When we speak of solidifying favorable public 
opinion by direct, newspaper and personal advertis- 
ing we name the mediums in this order not with any 
thought as to their relative importance, but simply 
because the average man in thinking of advertising 
thinks only of printer’s ink, while brains must be 
mixed with printer’s ink. By personal advertising we 
mean the wholesome broadcast appeal made by a 
personnel that is sold on the organization of which 
they are a part. Every employee of a public service 
company is a personal advertisement of the company 
and his “make-up” is just as important as the “make- 
up” of the company’s newspaper or direct-by-mail 
advertising, if not more so. 

Each and every employee of a public service com- 
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Appearances Are Misleading 


pany should have implicit faith in his company. He 
should not only think well of it but should exercise 
his best efforts to make others do likewise by his rep- 
resentation of it. 

Employees don’t just get that way. It is part of 
the job management to see that they are properly in- 
formed as to the company’s obligations, ideals and 
desires to secure favorable public opinion. Depart- 
ment heads should exercise great care and not place 





Sent a Man from the Shop 


in positions people who have not the proper mental 
attitude toward the public. 

“To show you how things go,” said a gasman, “not 
long ago a customer spoke to me about having a man 
sent out to adjust her gas range. During the course 
of our conversation the use of gas for heating water 
was mentioned. It seemed the customer had been 
firing up her coal range when in need of hot water. 
I explained to her that there were several types of 
gas-fired water heaters on the market that were very 
efficient and most inexpensive, considering the ser- 
vice they rendered. After detailing to her some of 


the splendid features of the automatic type she be- 
came very much interested and I then suggested that 
I would have a salesman call with catalogues and 
prices. 

“The following day I ’phoned the shop to send a 
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Don’t Argue 


man out to adjust the range and at the same time I 
advised one of the salesmen of the customer’s ap- 
parent interest in an automatic water heater and sug- 
gested that he call as soon as possible. 

“It so happened that the salesman did not go out 
to visit the customer on the day that I told him about 
the prospect, but that the shop was able to send a 
man to adjust the range, and thereby hangs the tale. 

“T met the woman again the following evening and 
she thanked me for having her range adjusted so 
promptly and for sending the salesman to see her 
about the water heater, at the same time saying, ‘I 
ordered one but I did not buy one of those automat- 
ics, the man who fixed my range told me that they 
were gas eaters and that they were dangerous, so I 
bought one of the kind that you attach to the boiler.’ 
When I asked the salesman about the sale he smiled 
and said, ‘Well, I run into a lot of that and I can’t 
stop it, it seems. Just the other day, after trying to 
sell a man who has built and is furnishing a new 
home an automatic or a storage-type heater and fail- 
ing, I secured his order for a copper-coil circulating 
heater, due to the fact that he did not want to lay out 
any more money, and turned the order in. The next 
day I was surprised to have him ’phone me to hold up 
the order and come out to see him before I did any- 
thing. When I visited him he wanted to know what 
I was trying to put over on him, and when asked 
what he meant he said, “Why, the man who put in 
my meter told me that the kind of heater to buy was 
one with cast-iron coils; that it was a quicker and 
better heater all around and that it only cost half as 
much and would last twice as long.”’” 

Favorable public opinion is purely a mental atti- 
tude and if you want folks to think well of you, your 
company, your service and the merchandise you sell 
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you will do well to see that your direct, newspaper 
and personal advertising are in accord. 


Suggest—Don’t Argue 

In selling during the past few years the trick bag 
has been turned inside out. The “rush act,” the 
“dominated market” and the “reason why” sales talks 
have all been freely and ferociously dealt with by 
salesmen, and upon by sales managers. 

Customer approach and selling appeal, due to a 
great many salesmen having slipped into the “order- 
taker” class, have been given some queer and quaint 
twists. 

But “all that goes up must come down,” and sales- 
men of the balloon days in all lines have been quick 
to sense this truism and to trim their sales talks to 
the favorable going. Early in the historic days of 
1921 salesmen were as a class much befuddled and 
naturally became nervous. Business was not “com- 
ing,” but had to be searched for, and under those con- 
ditions many salesmen forgot their early experiences 
and training and argumentative sales talks were re- 
verted to, for a short time. 

3eing salesmen, however, they quickly found that 
reason is to pave the way for furnishing the prospect 
with ideas, by suggestion. 
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Speed Up 


The power of suggestion is unlimited, and for that 
reason it should be given due and careful study by 
the gas appliance salesman, be he writer salesman or 
personal salesman. In personal salesmanship sug- 
gestion is a most productive force for the instilling of 
ideas. Especially is this true where the prospect is 
the great purchasing agent of the home and of home 
appliances. The woman is much more receptive to 
suggestion than to argument. A sales talk such as, 
“This range being equipped with an oven-heat con- 
trol, etc.,” or “Yes, this is a very efficient water 
heater. Mrs. Cain says, etc., etc.,” is effective in that 
it suggests things to her, whereas if the salesman in- 
sisted that “This is far superior to the , ete.,” 
thus working against her opinions, he would only 
build up resentment, and get nowhere. Try this out; 
appeal to your prospect through suggestion. 


The Value of a Slogan 


The slogan recently adopted by the Peoples Gas 
Light & Coke Company, Chicago, “You can do it 
better with gas,” if maintained and reiterated fre- 
quently enough will have the cumulative effect of 
causing those who see and hear it repeatedly to ac- 
cept it as a fact. Such a slogan is a sales suggestion 


and will not only convert users of electricity, oil, 


coal and wood to gas but will strengthen the faith of 
its many present users. 

The power of suggestion in advertising is just as 
effective as in personal selling and, while the adver- 
tisement rarely does any direct selling of merchan- 
dise, it sells by suggestion and idea, and therefore is 
a most powerful sales agent for building up in the 
mind of the potential customer an attitude favorable 
to the appliance before the call of the personal sales- 
man, whose work it is to turn the prospect into a 
customer. 





The Great Purchasing Agent 


This type of advertising is absolutely essential to 
the wide-awake appliance dealer if for no other rea- 
son than because of its wonderful aid to the personal 
salesman in the final consummation of the sale. 

All readers are affected by suggestion. The manu- 
facturers of many nationally known articles employ 
this form of advertising almost exclusively, the pur- 
pose being to build up customer acceptance through 
suggestion and thereby causing the dealers to pass 
out goods as called for by the customer. 

Use suggestion in your selling, in your advertising 
and in your store and window displays and demon- 
strations. Suggest uses for the appliances you sell. 
“A bath a day,” “Heat your home with gas” and 
“You can depend on gas,” are all good slogans and 
all suggest something, many things to the prospect 
and your present customers. 

Suggest. Don’t argue with the prospect and your 
customer. 


1. Argumentative—Consisting of argument; 
given to argument ; disputatious. : 

2. Suggestion—A suggestion; presentation of 
an idea ; intimation; diffident proposal. A hint is 
the briefest or most indirect mode of calling 
one’s attention to a subject. A suggestion is a 
putting of something before the mind for consid- 
eration, a guarded mode of presenting argument 
or advice. 

3. Argument—Proof or reason offered in 
proof. A controversy made up of rational proofs; 
argumentation. The subject matter of a dis- 
course.—W ebster’s Dictionary. 
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It’s Time to Talk Turnover 

“Speed up, speed up,” is the battle cry of the mod- 
ern gas appliance merchandiser. “Speed up” on your 
advertising ; make it constant and continuous. “Speed 
up” on your sales activities; make the sales depart- 
ment more active and aggressive. “Speed up” on hot 
water service selling; all have had their flare, and 
from report being broadcast by the trade magazines 
the speeding up process has stimulated sales for all 
those who “stepped on the gas,” for “you can do it 
better with gas,” after all. 

Now that the industry is going in “high,” is it not 
time to “speed up” on the fundamentals of good 


merchandising those things which spell the difference ° 


between the red and black figures as shown on the 
balance sheet at the end of the year? 

it is not enough to sell at the rate of 100 per cent 
or even 50 per cent per indicated yearly sales volume 
per customer if you do not secure either a fair profit, 
net, Or a maximum turn-over, on every appliance 
handled and stocked. 

A great many dealers look to gross cost of mer- 
chandise to earn net profits and, while it is natural 
for the merchant to wish to secure the maximum dis- 
count on merchandise purchased, it is a fact that in 
a majority of cases this occurs by reason of improper 
merchandising methods employed rather than from 
the employment of the essential basic factors neces- 
sary to successful merchandising. 


Gums VET PROF/T 
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TURNOVER. 



































Good merchandisers are not so much concerned 
with discount as with the other factors that go to 
make the merchandise purchased yield a fair net 
profit from a minimum initial investment, that afford 
a quick turnover, on a large volume of merchandise. 

A line of merchandise that is well known has been 
extensively advertised and which is listed at a fair 
resale price, also advertised, yet which carries a min- 
imum dealer discount, is often a better line to handle 
than a non-advertised line that carries a much larger 
dealer discount and which may be resold at any price 
the dealer may see fit to ask for it, solely by reason of 
the difference in the rate of tumnover, and size of 
volume that can be handled with a minimum initial 
investment. 

In the case of all merchandise that is to or has at- 
tained any great sales volume it has been able to do 
so for the very reason that it has been made easier 
rather than harder for the customer to buy. Low 
resale price being made possible by both manufac- 
turer and distributor being satisfied with a minimum 


profit per wnit, and depending on the maximum rate 
turnover and volume. Volume and turnover are se- 
cured by creating dealer acceptance and customer 
acceptance by advertising. Advertising giving the 
dealer the maximum sales volume and turnover from 
the minimum sales effort and minimum initial stock 
investment. 


An Example in Turnover 

Now Let's figure on facts; let list prices stand for 
the time and consider turnover. If you have a quick 
turnover of stock, even with the prevailing list prices 
and dealer discounts on merchandise, but have an 
accurate knowledge of the other factors entering into 
successful merchandising (we assume that you know 
your cost of doing business and that if you are selling 
at your own fixed resale price, that you have built 
this price up from your invoice cost), you should 
earn a fair profit, as that cam be your only excuse for 
being a merchandiser. 

Examine the illustration shown here; get this idea 
of turnover firmly fixed in your mind: Let the first 
column represent a stock of gas water heaters (100 
circulating gas water heaters at $9) or your initial 
stock investment of $900, which you have priced for 
resale at 50 ner cent gross profit or $1,350. If you 
turn this stock over once in twelve months and have 
a fixed expense of 27 per cent or $243, and an interest 
charge against your investment of 6 per cent or $54 
you can readily see that your net profit on the invest- 
ment would be 12.7 per cent, which is fair but which 
considered as a gross amount is very small. 

Suppose on the other hand you could sell the initial 
order of heaters in six months and that you reordered 
and sold the second lot in six months. You would 
have a two-time turnover on which you would earn 
50 per cent on each lot, or $900 gross profit. If your 
capital investment, fixed expense and interest on in- 
vestment have remained the same your net profit on 
the two-time turnover will be 72.7 per cent on your 
original stock investment, or $654.30. 

Now suppose you intensively farmed your terri- 
tory, used all forms of advertising from newspapers 
to “drag-net,” and that your selling efforts were 
speeded up to ace high and you could secure a four 
or five times turnover would it not be worth while? 

Look at the chart, visualize your possibilities in 
securing the maximum turnover—try for it, turn ad- 
vertising and selling loose. The added cost of adver- 
tising will be absorbed by the added sales volume 
and the benefits derived by the salesforce. 

Watch your turnover. Watch your sales volume. 
Later we will discuss list price. 





Metal Turned into Gas 


Two professors at Chicago University claim. to 
have succeeded in turning a metal, tungsten, into 
gas, helium. Between 50,000 and 60,000 deg. of heat 
were needed for the experiment. This is the highest 
temperature ever known. The temperature of molten 
steel is 2,000 deg. That of the sun is 9,000 deg., 
while some of the hottest stars are 30,000 deg. 

One hundred thousand volts of electricity were 
discharged at a high speed through a fine tungsten 
wire. The wire exploded with a deafening report 
and a flash two hundred times brighter than sunlight 
and decomposed into gas. 
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Frank W. Frueauff Dead 


End Came Suddenly, Following Indigestion Attack 


Frank W. Frueauff, junior partner of Henry L. 
Doherty & Co. and vice-president of the Cities Ser- 
vice Company, died suddenly of acute indigestion at 
his home, 1069 Fifth Avenue, Monday, July 31. 

Mr. Frueauff returned to New York in the morn- 
ing from Newport aboard his yacht Alcaldo. He had 
spent the week end with his family at his summer 
home. During the day he complained of illness and 
left his office at 2.45 p. m. to go home to rest. He 
collapsed in the hallway immediately after the front 
door was opened by his housekeeper. 

Louis F. Musil, treasurer of Henry L. Doherty & 
Co., in the absence of Henry L. Doherty, who is at 
Williamstown, Mass., made the following statement: 

“Frank W. Frueauff, junior member of the firm of 
Henry L. Doherty & Co. and vice-president of the 
Cities Service Company, died suddenly at his home 
in Fifth Avenue July 31. 

“Mr. Frueauff left the city on Friday on his yacht 
Alcaldo for Newport, where he spent Saturday and 
Sunday with his family. On his return to New York 
Monday morning he told some of his associates that 
he was suffering from the worst case of indigestion 
that he had ever had but this fact did not prevent 
him from attending several conferences at his office 
at 60 Wall Street during the forenoon and the early 
afternoon. 

“After making a dinner engagement with an officer 
of the company for that evening, Mr. Frueauff left 
the office at 2.45 o'clock for his home on Fifth Ave- 
nue, as he said, ‘to get a little rest.’ 

“On entering the door of his residence, he was met 
in the entrance hall by Mrs. Calfar, the housekeeper, 
who had been told on the phone of his coming. He 
informed her that he was going to lie down for a little 
while and asked that he be called at six o’clock. He 
turned to walk to the staircase and suddenly fell to 
the floor, where he expired immediately. 

“We are all so shocked at Mr. Frueauff’s sudden 
and untimely death that words fail at this time to ex- 
press the depth of our bereavement.” 


Frank W. Frueauff was born March 29, 1874, in 
Columbia, Pa., the son of John P. and Annie Day 
Frueauff. The elder Frueauff moved his family to 
Denver, Col., where Frank attended the public 
schools of the city until he graduated from the high 
school in 1891. After leaving school, he began his 
business career as a meter reader for the Denver Gas 
& Electric Company and advanced steadily from that 
position until he became president of the company 
in 1907. He married Miss Antoinette Perry, of Den- 
ver, in 1909. He remained as president of the Denver 
Gas & Electric Company until Henry L. Doherty 
persuaded him to become a partner in the firm of 
Henry L. Doherty & Co., managers of public utility 
and oil properties. 

Mr. Frueauff, at forty-seven years of age, was 
called the busiest executive in America, being a di- 
rector in 141 corporations. In recent years Mr. 
Frueauff had been the executive head of all of the 





Frank W. Frueauff 


Doherty interests, directing the affairs of public util- 
ity corporations in all parts of the country and serv- 
ing more than 200 communities with the convenience 
and necessities of everyday life. To his associates he 
was known as a human dynamo, always arriving at 
his office at nine in the morning and seldom leaving 
before 5.30 in the afternoon. 

Because of his diversified interests in so many com- 
panies, it was seldom that he was alone. From 
twenty-five to fifty men consulted him each business 
day. Mr. Frueauff’s business associates have always 
characterized him as a just and cool man, who under 
no circumstances would let the most trying situation 
of business experience turn him from an even, careful 
consideration of facts. Because of his long business 
day it has been said that Mr. Frueauff put business 
aside upon leaving his office. This was not entirely 
correct, as many of his most knotty problems were 
solved while playing solitaire at home. 

Henry L. Doherty & Co., the Cities Service Com- 
pany and all subsidiary companies employ a system 
under which each important man has an understudy 
ready to take up the work of his chief. This is known 
as the character and personality memorandum. “Any- 
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one who can pass the test of these questions with a 
high average,” Mr. Frueauff used to say, “is a good 
man, worth promoting.” The memorandum shows 
what any executive will tell you, that interest and 
initiative are the vital things. Can a man stand criti- 
cism? . Can he learn from those who want to each 
him? Can he go ahead on the job alone and inde- 
pendently work out the problems? 

One of his axioms was a revision of Horace Gree- 
ley’s advice to young men. It was, “Go West, young 
man, then come East.” In explaining this, Mr. 
Frueauff used to say that in the West a man gained 
practical experience on big jobs where big men were 
doing actual construction work. Similar to Henry L. 
Doherty, his partner, Frank Frueauff, who was the 
oldest of five brothers, Charles, Harry, Fred and Will, 
sold newspapers in Denver. He realized that the sale 
of newspapers is not a field that would yield particu- 
larly well and soon after graduating from high school 
he decided to enter the utility business. Because of 
his excellent work in the management of the Denver 
Gas & Electric Company, and the results obtained, 
Henry L. Doherty, after applying some of the prin- 
ciples laid down by Mr. Frueauff in 1905, persuaded 
him to become a partner in the firm of Henry L. 
Doherty & Co. The application of the Frueauff 
principles was so successful that the Cities Service 
Company, organized a few years later, increased its 
business from $1,000,000 a year to $100,000,000 or 
more in 1920. 

Mr. Frueauff is survived by his four brothers, his 
mother, wife and two daughters, Margaret and 
Elaine. 





Customer Ownership 


From an address by W. H. Hodge, manager adver- 
tising and publicity department of the Byllesby En- 
gineering & Management Corporation, to the North 
Central Electric Association, at St. Paul, June 14, 
1922: 

“A recent customer-ownership report to the Na- 
tional Electric Light Association shows that eighty- 
four companies supplying energy to 3,810,626 cus- 
tomers and serving a total population of more than 
28,000,000 people, or more than one-fourth of all the 
people in the United States, now have 229,582 stock- 
holders, nearly 183,000 of whom have been secured 
through operation of the customer-ownership plan. 
By and through this plan approximately $132,000,000 
was invested by the customers of these eighty-four 
companies and thus an exceedingly large amount 


obtained for extensions, additions and improvements 
to the electric producing and distributing properties. 

“Equity financing is only part of the mission of 
customer ownership. Much more important are its 
possibilities as a good-will builder—as a means of 
bringing the public and the companies together to a 
better understanding and the elimination of contro- 
versies which have resulted in hampering utility de- 
velopment, with losses to the companies and far 
greater losses to the public. 

“Every long-drawn-out quarrel between public offi- 
cials and a utility is exceedingly costly and relatively 


far more costly to the wage earner than to his 
wealthier neighbor who can afford higher priced sub- 
stitutes for low priced utility service. No utility that 
does not earn a reasonable return on the money in- 
vested in it can properly serve its public. A utility 
has to earn money in order to perform its work, just 
as a man has to earn money to maintain a family, and 
a home for them. A utility that doesn’t earn money 
over and above its expenses is bound to be a failure 
in providing service and making the extensions upon 
which community growth and prosperity depend. 

“The public mind understands these things and ac- 
cepts the truth of these statements. What the public 
doesn’t like about utility management is the air of 
mystery that formerly surrounded it, the identity of 
the owners and the division of the earnings, usually 
supposed to be mythically large, because the average 
man has no idea of just what they were or who even- 
tually got them. 

“Customer ownership makes a long stride towards 
removing the mysterious atmosphere. It invites the 
people to come in as partners with full stockholder’s 
rights; to a voice in the company’s business; to a 
knowledge of the company’s business; to annual cer- 
tified reports giving the facts of financial operation, 
and to a division of the earnings. The partial-pay- 
ment plan makes it possible for anyone who can save 
a few dollars a month to become a part owner of the 
property. 

“This plan definitely and tangibly does something 
to actually unify the public and the utilities. It pro- 
vides a new status whereby public ownership with 
efficient operation becomes a reality, with mutual 
confidence and respect as the foundation. 

“Let no one think that customer ownership is a 
cure-all for the public-relations problems of utilities. 
You will have to work harder to serve the public and 
to please the public when a large number of your cus- 
tomers are your shareholding bosses than before. 
Differences of opinion between public officers, cus- 
tomers, and the management will still arise just as 
they do in all affairs of life, and there will be some 
problems come up which no one can say just what is 
the best way to settle. But you will find much fairer 
treatment of these subjects and a gradual disappear- 
ance of old prejudices which formerly made it very 
difficult to obtain anything like a dispassionate hear- 
ing of any question involving the utility companies. 
You will find the advice and suggestions of your 
home shareholder of great value and you will be en- 
abled to keep in touch with the public’s views and 
wants in a manner not otherwise possible. 

“Every utility company should be exceedingly 
careful to offer securities to its customers which are 
sound in every respect and upon which the returns 
will be regularly and punctwally paid to the investor, 
in so far as an honest attempt to anticipate the future 
can reveal. If this is not done the results of customer 
ownership will be disastrous and the entire industry 
will suffer. Unless a company has reached a stage of 
growth and a condition of financial soundness where 
safe securities with a dependable return can be 
offered broadly to the public, customer-ownership 
activities should be postponed. If this advice is not 
heeded, and unfortunate circumstances occur and the 
investing confidence of your customer destroyed, you 
will find your troubles not lessened, but multiplied, 
by customer ownership.” 

























































AMERICAN GAS JOURNAL 





August 5, 1922 





Public Utilities Securities Market 


Prices of Representative Gas Bonds 


Report 


(Quotations furnished by The National City Company) 


Aug. 3, 1922 

Company Issue Maturity Bid Asked 

American Lt. & Trac. Co........... Five Year 6s........ May 1, 1925 106% 107% 

Brooklyn Union Gas Co............ First Consol. 5s..... May 1, 1945 96 96% 

Columbia Gas & Elec. Co.......... Mc Ne wuceoke May 1, 1927 95% 96% 
Consol. Gas, Elec. Lt. & Pr. Co. 

GOR “oi cei need ss First Ref. 7%4s...... Dec. 1, 1945 108 109 
Consol. Gas, Elec. Lt. & Pr. Co....General 4%s........ Feb. 14, 1935 88% 90 
Consol. Gas Co. of New York...... Bec. Ceev. 78... 0002. Feb. 1, 1925 119% 120 
New Amsterdam Gas Co.......... First Consol. 5s.....Jan. 1, 1948 Ss 
Denver Gas & Elec. Co............ Gen. (now Ist) 5s...May 1, 1949 92% 93% 
OE NE rer ee MN SEG e sp Sc cécceue Jan. 1, 1923 100 — 
Equitable Illum. Gas Lt. Co. of 

POI nciccccvcccecss PE: Dic ddeviveeden Jan. 1, 1928 100% 102 
Hudson County Gas Co............ gs a eer Nov. 1, 1949 89 8690 
Laclede Gas Light Co.............. Ref. & Ext. 5s....../ Apr. 1, 1934 90% 91% 
Louisville Gas & Elec. Co.......... First & Ref. 7s...... June 1, 1923 100 101 
Michigan Light Co............ ... First & Ref. 5s......Mar. 1, 1946 88 89% 
Milwaukee Gas Light Co........... il May 1, 1927 92%, 93 
Pacific Gas & Elec. Co............ Gen & Ref. 5s...... Jan. 1, 1942 9034 91% 
Pacthe Gas @& Elec. Ce. ...cccccses First & Ref. 7s...... Dec. 1, 1940 10534 107 

Cal. Gas & Elec. Corp........... Unif. & Ref. 5s...... Nov. 1, 1937 96% 97 
Peoples’ Gas Lt. & Coke Co....... Refunding 5s....... Sept. 1, 1947 90% 91 
Chicago Gas Lt. & Coke Co..... Pe Re aos oats July 1, 1937 95 97 
Portland Gas & Coke Co.......... First & Ref. 5s...... Jan. 1, 1940 89 90 
Seattle Lighting Co................ Refunding 5s........ Oct. 1, 1949 82 8314 
Southern California Gas Co........ Piret' Ge. .........-..NOv. 1, 1950 9 98 
Utica Gas & Electric Co........... met. & Eat. Se...... July 1,1957 9034 — 
Washington Gas Light Co......... a 9 Saar Nov. 1, 1960 9434 95% 
Western States Gas & Elec. Co. 
Sy EE Juss cacctoewes First & Ref. 5s......] June 1, 1941 89 92 





Financial Statements 
The Oklahoma Mexia Oil & Gas 
Company, of Corsicana, Tex., an- 
nounces that it has paid five 4 per 
cent monthly dividends and has de- 
clared 5 per cent cash dividends pay- 
able July 1 and Aug. 1. 





The Southern States Oil Corpora- 
tion has declared the regular 1 per 
cent monthly dividend, payable Aug. 
20 to stock of record Aug. 1. 





The Harris Trust and Savings 
}ank of Chicago, forty years old, 
announces that it has in all that time 
loaned much money to the construc- 
tion of gas plants, water works, etc. 
Here’s a tip to anyone interested. 


Will Sanction Stock Issue on 
Application of Company 


Trenton, N. J.—Issuance of $185,- 
000 in stock and of $490,000 in 
bonds or other securities by the Bor- 
ough Gas Company, supplying At- 
lantic Highlands, Keansburg and 
other Monmouth County districts, 
will be approved by the Public Util- 
ity Commission on proper applica- 
tion by the company. 

Such is the ruling of the commis- 
sion in an opinion filed recently. The 
company asked for the amount of 
stock issuance which is allowed, but 
asked to be allowed to issue $655,000 
in other securities. The securities 
are to be issued to stockholders, as 
representing a fair valuation of the 
property of the company, which is 









7 


the result of a reorganization after 
the receiver’s sale of the Standard 
Gas Company. 

The board fixes the present actual 
value of the property at $800,000. 
The company asked for a valuation 
of $965,000 as a basis on which 
earn dividends. 


Oklahoma G. & E. Bonds Are 
Offered 


On Wednesday, July 26, a syn- 
dicate composed of Bonbright & 
Co., Spencer Trask & Co., E. H. 
Rollins & Sons, H. M. Byllesby & 
Co. and Federal Securties Corpora- 
tion made public offerings of an is- 
sue of $500,000 Oklahoma Gas & 
Electric Company first and refund- 
ing mortgage gold bonds, 6 per 
cent, series “B,” dated Feb. 1, 1921, 
and .Due Feb. 1, 1941. Central 
Union Trust Company of New 
York is trustee. The bonds were 
offered at 94.50 and interest, to 
yield about 6.5 per cent. Proceeds 
from the sale of these bonds will 
provide funds for the payment of 
floating debt incurred for exten- 
sions and additions to the proper- 
ties of the company, against which 
no bonds have been issued. 








Net Earnings Increase 


Columbia Gas & Electric for June 
showed gross earnings of $1,299,154, 
an increase of $239,636 over the 
same month a year ago. Net earn- 
ings available for fixed charges 
amounted to $808,213, a gain of 
$124,398. Net after all charges was 
$332,501, a gain of $74,805. 





United Gas Improvement 


Philadelphia, Pa—Earnings of 
the United Gas Improvement 
Company, for the first six months 
of 1922, have increased consider- 
ably over those for the correspond- 
ing half year in 1921. Net earn- 
ings for 1921 were $2,302,141, or 
approximately 4 per cent on the 
$61,029,800 common stock. 
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Holder Ruptured; Escaping 
Gas Ignites 
Chicago, Ill.—A holder 60 ft. wide 
and 100 ft. high, containing thou- 
sands of cubic feet of gas, blew up 
July 31 at Twenty-fifth and Throop 
Streets, a section inhabited mostly by 
laborers, injured more than a hun- 
dred persons, set fire to a dozen 
houses and caused many persons 
within an area of several blocks to 
be overcome by the fumes. 

The cause of the explosion was un- 
determined. The top of the holder 
blew off and witnesses said that si- 
multaneously a tremendous sheet of 
flame shot upward. Within a few 
seconds houses were burning and 
scores of persons were fleeing. 

A dock at the Chicago River 
caught fire and for some time several 
large lumber yards were threatened. 

Within thirty minutes after the ex- 
plosion twenty-five injured persons 
had been taken to hospitals and doz- 
ens of others were said to be receiv- 
ing attention in private homes. The 
holder was owned by the Peoples 
Gas Light & Coke Company, which 
announced that it had contained 4,- 
200,000 cu. ft. of gas. 

The loss was placed at $50,000. 

Immediately following the acci- 
dent J. H. Eustace, chief engineer of 
the Peoples company, issued this 
statement : 

“What happened to this holder is 
a complete mystery to us. In fifty 
years of experience in gas manufac- 
turing I have never experienced any- 
thing like this. It is unexplainable 
by anything that we now know. We 
shall, of course, keep on searching 
until we find the cause, if it is find- 
able. 

“In some way the crown of the 
holder was ruptured and gas, escap- 
ing in great quantities, ignited. What 
caused the rupture is a mystery; 
pressure of gas inside the holder was 
less than one-half a pound to the 
square inch. What would ignite es- 
caping gas from the top of a holder 
153 ft. in the air is equally a mys- 
tery. 

“This holder was part of the stor- 


INDUSTRY 


age system at our Twenty-fifth and 
Throop Streets pumping plant. The 
holder was built to hold 4,213,833 cu. 
ft. of gas—180 ft. in diameter and 
160 ft. high when completely filled. 
Sunday morning 4,000,000 cu. ft. ot 
gas were put into it, raising it to the 
height of 153 ft. The holder had 
not been in use since. The pumping 
plant was working on the 5,000,000 
cu. ft. holder near by. On Saturday 
the holder now destroyed had been 
inspected in the regular routine by 
George Wall, our holder expert, a 
former employee of the largest build- 
ers of gas holders in the country. At 
11 o’clock this (Monday) morning 
Frank Buckley went over the holder 
on the regular morning tour to see 
that all of the cups between lifts of 
the holder were filled with water and 
that there was no gas escaping. That 
was the condition of the holder at 
noon. 


“The clearest description of what 
happened is given by Michael Schu- 
man and it is corroborated by every- 
body else who saw any part of what 
happened. Schuman is a mason em- 
ployed at the plant. He was eating 
his lunch, sitting in the door of the 
boiler house and facing this holder, 
which was only about 100 ft. from 
where he sat. He heard something 
which he describes as a slight rum- 
ble, and then saw flames shooting 
into the air. As he started to run he 
saw the sections of the holder com- 
ing down. He ran around the cor- 
ner and away from the holder, and 
escaped without serious injury. 


“That gas was not being either 
pumped into or out of the holder is 
proven by the fact that the fire in the 
holder itself was all over as soon as 
the gas it contained burned out. If 
the holder had been connected with 
the pumping plant instead of being 
shut off, gas would have continued 
to flow into it and the fire would have 
continued. 


“T repeat that we have been as yet 
unable to find any reasonable expla- 
nation of what happened, but we are 
bound to find the cause if it is hu- 
manly possible. 





“The gas supply of Chicago and 
distribution of it will not be inter- 
fered with by the destruction of this 
holder. We lost 4,000,000 cu. ft. of 
gas, but we always have sufficient 
reserve, so that this is not serious. 
The probable money loss will not be 
more than $50,000, including the lost 


” 


gas. 





West Virginia Gas Firm Asks 
Rate Increase 


Clarksburg, W. Va.—Robert R. 
Hardesty, president of the Home Pe- 
troleum & Natural Gas Company, of 
Shinnston, has announced that appli- 
cation has been filed with the State 
Public Service Commission for au- 
thority to increase its rates. The 
company serves Shinnston and vicin- 
ity. The increases desired are from 
27 to 37 cents a thousand cubic feet 
for domestic and school purposes and 
from 22 to 30 cents for all other 
purposes, less the usual monthly dis- 
count of 2 per cent for prompt pay- 
ment. The company declares the in- 
crease is necessary because of the di- 
minishing supply of gas in its wells 
and because existing rates have pre- 
vented a reasonable turn on the in- 
vestment. 





Earnings Improve 

American Gas Company earnings 
for June continue to reflect the 
steadily improving position of the 
company. Net after all charges was 
$88,974, an increase of $42,312 over 
June of last year and equal to 1.14 
per cent on the outstanding stock. 
For the twelve months ended with 
June the company reports net of 
$791,948, or the equivalent of 10.15 
per cent on the stock. 





Rate Temporary 

St. Paul, Minn.—The new gas 
rate of 85 cents per 1,000 cu. ft., now 
in effect, is expected to continue only 
a month or six weeks. At end of 
that time it is believed the rate will 
be returned to $1 per thousand. Th: 
gas company maintains that the 15 
cent decrease will cause a deficit. 
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Natural Gas Prices 


Trend of natural gas prices up- 
ward is inevitable, according to L. 
B. Denning, former president of 
the Natural Gas Association of 
America. 

“While materials have fallen 
somewhat from the war-time peak, 
and there has been some adjust- 
ment in labor conditions,” he said, 
“except in rare instances this de- 
cline has been of little benefit to 
the natural gas industry. 

“The law of diminishing supply 
is constantly at work. When it is 
considered that the industry has 
reached a point where three wells 
must be drilled to obtain the pro- 
duction formerly drawn from two, 
it is apparent that the trend of 
prices to the consuming public is 
inevitably upward. 

“It is difficult to impress this 
fact on public representatives, in 
view of the clamor for a downward 
revision of all commodities. How- 
ever, since natural gas has always 
sold far below its value, compared 
with other fuels, and sells to-day 
much lower than manufactured 
gas, with a heating value about 
twice as great, we still have a long 
way to go before reaching the eco- 
nomic competition of manufac- 
tured gas.” 





Gas Prices Are Ordered 
Lowered 


San Francisco, Cal—The State 
Railroad Commission has ordered 
reductions in rates charged for gas 
by the Pacific Gas & Electric Com- 
pany and the Coast Counties Gas 
& Electric Company. The new 
rate for San Francisco, Oakland, 
Berkeley, Alameda and vicinity is 
97 cents, a reduction of 10 cents 
per thousand feet. 

Other rates per thousand feet are 
made: 

Sacramento and Fresno, $1.20. 

Alameda and Contra Costa 
County towns and peninsula 
towns, $1.24. 

Vallejo, $1.43. 

Marin County, $1.67. 

Chico, Marysville, Napa, Peta- 
luma and Santa Rosa, $1.68. 

Colusa, Oroville, Grass Valley, 
Redding, Red Bluff, Willows, 
Woodland, Davis and Los Gatos, 
$1.70. 

San Jose, $1.19. 

Rates charged in Santa Cruz and 
Watsonville were reduced 8 cents 
per thousand ft. 

The action of the Railroad Com- 


mission in ordering a reduction in 
the price of gas will not affect the 
earnings of the Pacific Gas & Elec- 
tric Company. “Our rates, as fixed 
by the Railroad Commission, are 
based, among other factors, upon 
the cost of oil used by us,” said A. 
F. Hockenbeamer, vice-president 
of the company. “When the price 
of oil was reduced a few days 
since, it was a matter of course 
that our rates would be changed to 
accord with the new cost to us of 
oil. In other words, the saving 
made possible by lower oil prices 
is immediately passed on to our 


_consumers, while our stockholders 


are neither injured nor benefited.” 





Gas Company Sales Increase 


Chicago, Ill—The Peoples Gas 
Light & Coke Company reports a no- 
ticeable increase in its sales in the 
last five months, sales of gas on the 
wholesale side averaging about 7 per 
cent more than in the corresponding 
period in 1921. The increase has 
been steady, month by month. June 
sales were more than double those of 
last January. 

Production of Portland cement in 
June was 11,245,000 barrels, being 
the largest for any month this year 
and also larger than any month last 
year. Shipments in June were 13,- 
470,000 barrels, a considerable in- 
crease over May this year and also 
June last year. 

The wholesale commodity markets 
remain firm, the comprehensive list 
of R. G. Dun & Co. for last week 
showing thirty-two price advances 
and twenty-four declines. Bank 
clearings in twenty cities showed a 
gain of 23.7 per cent over the corre- 
sponding week last year and were 
only 9 per cent below the same week 
in 1920. 





Oil Notes 


Some folks thought that East- 
land had about given up all the oil 
she had, but the bringing in of the 
Amos, Connollee and a few others 
makes it look as though oil, like 
mortals, gets tired running and 
was just taking a rest. 





The Pacific Oil Company and its 
affliated companies have issued 
their first annual report and it is 
shown that the gross earnings in 
1921 were $30,853,257. Net profit 
$18,826,146. 


Calling Notes 


Announcement has been made that 
the Empire Gas & Fuel Company 
subsidiary of the Cities Service Com- 
pany, has made arrangements for the 
calling of its 6 and 8 per cent notes 
due June 15, 1924. The company 
published a call notice for the notes 
July 26, to be effective Aug. 28, 1922. 
The bond secured sinking fund con- 
vertible 6 per cent notes will be re- 
tired at 101.697 per cent of par, plus 
accrued interest, and the bond se- 
cured sinking fund convertible 8 per 
cent notes will be retired at 101.66 
per cent of par, plus accrued interest, 
on presentation at the Bankers Trust 
Company, trustee, on Aug. 28, 1922, 
after which date interest will stop. 





Change Managers 


Lakeland, Fla—Harry Dossell, 
connected with the Tampa Gas 
Company for a number of years 
and a young man of considerable 
experience in the manufacturing 
end of the business, has been trans- 
ferred to Lakeland and will become 
the new superintendent of the local 
plant to succeed Mr. Guard, who 
will go to the Tampa office. 

Mr. Dossell comes highly recom- 
mended from the head office and 
will undoubtedly prove an asset 
to the community. He has taken 
charge of the business and expects 
to see that Lakeland customers re- 
ceive the very best service possible. 

The many friends of Mr. Guard 
and family will regret that he is 
leaving but wish him well in his 
new field. 





Providence Gas Company 
Buys English Coal 


Providence, R. I—As a precau- 
tionary measure in meeting a pos- 
sible shortage if the present coal 
strike is prolonged, the Providence 
Gas Company has bought two car- 
goes of coal in England. The ship- 
ments are due to arrive in a little 
more than three weeks and will 
total nearly 15,000 tons. 

At the present time the company 
has a good-sized reserve on hand, 
according to President Manches- 
ter, and is “pretty well fixed.” Last 
April the company bought practi- 
cally every ton of coal for which 
it had storage space, with the re- 
sult that, without the English ship- 
ments, it has enough to last 
through the month of August. 
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Issue Monthly Financial Statement 
The Associated Gas & Electric Company has issued the following 


financial statement for June, 1022: 























1922 1921 Amount % 
or Decrease 
Increase 
Gross operating revenue ....... $149,865 $148,457 $1,408 0.9 
Operating expenses and taxes. 106,268 121,365 15,097* 12.4* 
Operating income ............. 43,597 27,092 16,505 60.9 
See GS. dws Gave caewis as 4,304 1,157 3,147 
SN oe sac adawesls 47,901 28,249 19,652 69.6 
Underlying Cos. charges ...... 15,021 8,958 6,063 67.7 
NR ides ob a ~daewes ode 32,880 19,291 13,589 70.4 
Deductions from Income: 
Interest on first lien bonds.... 5,396 5,459 63* 1.1* 
Interest on other bonds...... 6,063 5,531 532 = 9.6 
Interest on floating debt..... 1,466 393 1,073 
Amortization of discount on 
bonds and notes .......... 798 1,014 216* 21.3* 
RR oc 6 6 dav wee bes 13,723 12,397 1,326 10.7 
NE a lk 19,157 6,894 12,263 32.8 
Provision for dividends ........ SS. chip ali |. eres 
SSE Ra IE RE I a. -- sehen: Ain 
tIincludes renewals and replace- 
SC. Sas. secs te aha aes 7,377 5,553 1,824 32.8 


Report for Twelve Months Ending June 30 
Gross operating revenue ....... 1,933,605 


1,619,642 313,963 19.4 




















+Operating expenses and taxes. 1,400,055 1,241,846 158,209 12.7 
Operating income ............. 533,550 377,796 155,754 41.7 
ee SN Sock wesecnceden 21,467 15,597 5,870 37.6 
ee NE Co eas 555,017 393,393 161,624 41.1 
Underlying Cos. charges ....... 134,437 7,724 36,713 37.6 
OS RE Ee ae 420,580 295,669 124,911 42.3 
Deductions from Income: 
Interest on first lien bonds ... 65,003 63,637 1,366 2.1 
Interest on other bonds...... 67,113 65,629 1484. 3.9 
Interest on floating debt ..... 9,752 10,417 665* 6.4* 
Amortization of discount on 
bonds and notes .......... 11,341 10,947 394 3.6 
FTG Gre, boos So ota Reta 153,209 150,630 2.579 4.7 
ee ssc SS SN le CeCe 267,371 145,039 122,332 84.4 
tIncludes renewals and replace- 
NO ates Se tates oi eiewsn det 81,194 67,755 13.439 19.9 


*Decrease or deficit. 


Capital Outstanding June 30, 1922 


First mortgage 5% bonds, due July 31, 1936.. 
oe be 
Coll. trust 6% S. F. gold bonds, due July 1, 


Coll. trust 6% deb. bonds, due Sept. 1, 
Bonds underlying companies .... 


Preferred stock 
Common stock 


ee 





$1,295,000 

141,000 

1,071,900 
2,269,600 $4;777,500 


19,186 shares 
60,000 shares 


Gas Company Sells Big Plot 

New York, N. Y.—The Consoli- 
dated Gas Company sold the plot, 
772x200, at the south corner of 
Forty-fifth Street and the marginal 
street or Twelfth Avenue, to the 
Republic Storage Company, which 
is preparing to improve it for its 
business. Tentative plans for an 
eight-story firepoof, reinforced 
concrete structure have been made 
by Russell Cory. It will contain 
approximately 115,000 sq. ft. of 
usable space. The buyers occupy 
the six-story structure on the same 
block at the southwest corner of 
Eleventh Avenue. 


Waste-Heat Boilers for 
Peoples Gas 


Order has been placed for three 
waste-heat boilers that will be in- 
stalled at one of the plants of the 
Peoples Gas Light & Coke Company, 
of Chicago. 

To find room for the new boilers 
it was necessary to make consider- 
able alterations to the present equip- 
ment, moving turbo blowers, chang- 
ing pipe lines and floors. 

The contract for this work was 
placed with the Western Gas Con- 
struction Company. 


Personal Notes 


J. F. Owens, vice-president and 
general manager of the Oklahoma 
Gas & Electric Company, has been 
elected president of the newly organ- 
ized Oklahoma State Chamber of 
Commerce. 








Epwin D. Woop, electrical oper- 
ating engineer of the Louisville Gas 
& Electric Company, has been elect- 
ed president of the Exchange Club 
of Louisville. The annual conven- 
tion of the National Association of 
Exchange Clubs will be held at 
Louisville in September. 


D. C. GREEN, vice-president and 
general manager of the Fort Smith 
Light & Traction Company, has been 
re-elected to the presidency of the 
Fort Smtih Federated Welfare As- 
sociation. 


J. F. Garprner, formerly invest- 
ment editor of the Chicago Journal 
of Commerce, has entered the adver- 
tising and publicity department of 
H. M. Byllesby & Co. 


Dean PacMer has joined the bond 
department sales force in the New 
York office of H. M. Byllesby & Co. 
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Income Falls Below 1921 


Washington, D. C.—Net corpo- 
rate income of the Washington Gas 
Light Company for the first six 
months of the present calendar year 
amounted to $414,103, according to 
the monthly statements of earnings 
filed with the Public Utilities Com- 
mission, The net earnings of the 
company during the corresponding 
period of the previous year exceeded 
this figure by $51,797. Last year 
was the most prosperous period in 
the history of the gas company, and 
while there is a discrepancy between 
the six months’ periods there is still 
hope that the earnings of 1922 will 
equal, if not surpass, the record of 
1921. 

June income slumped considerably 
as compared with both May of this 
year and June, 1921. Operating rev- 
enues last month totaled $349,528, 
as against operating expenses of 
$243,273. Operating revenues for 
June, 1921, were $391,036, and op- 
eratin  gexpenses were $261,345. 
While the revenue shows a decrease, 
expenses also have come down. Net 
corporate income of the Georgetown 
Gas Light Company last month was 
$3,378, as against $3,633 for the pre- 
ceding month and $5,446 for June, 
1921. 

Following is a comparison of the 
net corporate income during the first 
six months of 1922 with the corre- 
sponding period of 1921: 
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Insull Coal Stock Ample 


Chicago, Ill—The Samuel Insull 
companies, which include the Peo- 
ples Gas Company, the Common- 
wealth Edison and the Public Serv- 
ice of Northern Illinois, have ample 
coal supplies, due to the policy of 
Mr. Insull, who built up large coal 
reserves before the coal strike be- 
came effective. 





Gas Introduced in 1806 
_ Gas for illuminating purposes was 
first manufactured in the United 
States by David Melville, of New- 
port, R. I., in 1806, says the N. Y. 
Evening Sun ; 


Bonds to Be Redeemed 


The Houston Gas Company has 
notified holders of its first mortgage 
5 per cent bonds, extended with in- 
terest at the rate of 7 per cent per 
annum, that it is the intention of the 
Houston Gas & Fuel Company to, pay 
and redeem all of these bonds which 
are now outstanding, $378,000 the 
principal amount, on Sept. 1, 1922, 
at 100% and accrued interest at the 
office of the Bankers Trust Company 
of New York. The interest will 
cease to be payable on these bonds 
from and after Sept. 1, as provided 
in the extension agreement. 


Sufficient Coal for Gas 


Company 

Kingston, N. Y.—The question of 
shortage of coal for making gas is 
not giving the Kingston Gas & Elec- 
tric Company concern at present. 
Months ago the company secured 
and stored a large stock of coal and 
has now on hand a supply, it an- 
nounces, that will last for the next 
two months. By that time it is an- 
ticipated the coal and rail strikes will 
either be settled or action taken 
whereby coal may be obtained. 








British Coal Is on Way to 
Philadelphia 

Philadelphia, Pa.—Several car- 
goes of coal, purchased by local 
public utility corporations in Great 
3ritain will, arrive here within a 
fortnight, it became known recent- 
ly. Approximately 25,000 tons was 
purchased a week ago in Wales 
and southern England by the Phil- 
adelphia Electric Company, while 
the United Gas Improvement 
Company and the Philadelphia 
Rapid Transit Company placed 
large orders at the same time. In 
addition it was stated, about 50,000 
tons of steam coal is consigned to 
ship brokers and local chartering 
agents. 





Gas Statement Shows 
Increase 


Atlanta, Ga.—An increase in net 
earnings of the Atlanta Gas Light 
Company for the month of June as 
compared to the previous month is 
shown in the monthly report of 
operations of the company filed 
with the State Railroad Commis- 
sion. The company showed net 
earnings of $41,768 for June which 
is approximately $3,000 greater 
than the net earnings of the month 
of May, 1922. 


Following is the statement of 
the company: 


Revenues 
Per M 
Amount Cu. Ft. 
Revenue from 
sale of gas... $164,857.04 
Revenue from 
other sources 


1.5497 


924.56 0.0087 





Total $165,781.60 1.5584 
Expenses 
Production $59,897.09 
Transmis sion 
and distribu- 
tion 
Commercial 
New business. 
General and 
miscellaneous 
Depreciation 
Taxes 


0.5631 


0.1353 
0.0864 
0.0191 


14,388.28 
9,191.95 
2,038.68 


16,812.75 
10,253.90 
11,430.00 


0.1580 
0.0964 
0.1074 





~ 


$124,012.65 
41,768.95 


1.1657 
0.3927 
General and Miscellaneous 

Expenses 
Administration salaries 
and expenses 
Other general office sal- 
aries and expenses... 
Rent 
Furniture 
Miscellaneous ee 
General stationery and 
printing 
Law expenses 
Insurance 
Other miscellaneous 
general expenses .... 
Injuries and damages... 
Regulatory commission 
expense 
Pensions 
Contingent reserve .... 


Net earnings.. 


$1,501.67 


1,483.13 
495.00 
284.00 
265. 


339. 
oo. § 
507 . y: 


485. 
2,060. 


2,000.00 
90.08 
4,945.71 


Total $16,812. 





Persecuted 


Ed Howe, the sage of Atchison, 
Kan., has this to say in a recent is- 
sue of Ed Howe’s Monthly: 

“Heretofore public prosecutors 
in making preparations for the 
elections, have attacked the rail- 
roads, street railways, gas compa- 
nies, electric light companies or 
other public utilities, and accused 
them of collecting dividends on 
watered stock or overcapitalized 
properties. 

“The water has long been 
squeezed out of the public utilities; 
they are actually being persecuted 
in many cases, to the harm of 
everybody.” 





